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ABSTRACT 
 
 
 
 
There is a gap between what the for‐profit sector pays and what the 
nonprofit sector pays for similar positions and experience. In order for 
nonprofit arts organizations to attract and retain the best employees, they 
must to consider what other incentives to include in their compensation 
packages. This thesis examines what fringe benefits, both common and 
unique, are currently being offered to employees in lieu of additional salary 
in both the for‐profit and not‐for‐profit sectors, then presents the results of a 
survey of 328 arts administrators in the Greater Philadelphia area which 
shows what each of these benefits would be worth to them monetarily.  This 
thesis then makes recommendations as to the average range of worth 
specific incentives may hold for a potential or current employee, the purpose 
of which is to aid nonprofit arts organizations in creating competitive 
compensation packages designed to attract and retain the best staff. 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INTRODUCTION 
 
 
 
 
Knowing that there is a gap between what the for‐profit sector pays 
and what the nonprofit sector pays for similar positions and experience1, it is 
important to consider what other incentives nonprofits can utilize to create 
more equitable compensation packages in order to ensure that the most 
skilled people are working in the arts. While many people choose to work in 
the arts because they love the work their organizations are doing, art 
organizations need to offer competitive compensation packages in order to 
appeal to, and subsequently keep, the best people. In many cases, love of an 
organization’s mission, while important, may not be enough. Nonprofit 
organizations need to develop strategies to attract and retain skilled 
professionals and they need to understand the limitations that organizations 
face in offering alternatives to monetary compensation. If they are to 
compete with for‐profit organizations and other nonprofit organizations for 
talented people, arts organizations need to offer prospective employees 
alternative incentive options to compensate for comparatively lower salaries.  
                                                        
1 According to research done at PayScale, a market leader in global online compensation data, 
nationally the median salary of people employed in nonprofit organizations is between 8% and 31% 
less than national median salaries by job title and between 16% and 27% less than national median 
salaries by years experience. 
  2 
This is not a new idea. Our modern employer‐based health insurance 
system was the result of companies offering such fringe benefits. During 
World War II, as factories ramped up production and needed to attract 
workers, the government simultaneously began rationing goods. But factory 
owners still needed a way to attract employees. So they turned to fringe 
benefits, offering more and more generous health plans as a means of luring 
workers to their factories.2 It is a strategy nonprofits today must also 
consider in order to attract the people best qualified to help successfully 
implement their missions. 
Literature on the subject agrees: nonprofit employees on average 
make less money than for‐profit employees for comparable work. According 
to Peter Manzo, executive director of the Los Angeles‐based Center for 
Nonprofit Management, “nonprofit leaders are sharply underpaid compared 
to CEOs of for‐profit businesses of similar size. For instance, [in 2004] while 
the average pay for a chief executive of a Southern California nonprofit with a 
budget between $5 million and $9 million [was] $124,437, the average 
compensation for CEOs of for‐profit firms with similar budgets [was] 
$200,295 ‐ not including equity stakes, stock options, and other goodies 
nonprofits can’t offer.”3 
However, something nonprofits can offer, and in great supply, is 
intrinsic motivation. Jed Devaro and Dana Brookshire, in their 2007 paper, 
                                                        
2 “Accidents Of History Created U.S. Health System,” by Alex Blumberg and Adam Davidson, All Things 
Considered, National Public Radio (Philadelphia, PA: WHYY‐FM, 20 Oct. 2009). 
3 Peter Manzo, “The Real Salary Scandal,” Stanford Social Innovation Review 2.3. 2004: 65. 
  3 
Promotions and Incentives in Nonprofit and For­Profit Organizations, define 
‘intrinsically motivated effort’ as effort a worker exerts in the absence of 
external rewards.4 According to Sharon Jordan‐Evans, a Los Angeles 
leadership consultant and co‐author of Love 'Em or Lose 'Em: Getting Good 
People to Stay, businesses, “have to work harder to recognize that what 
matters most to people is not the stock options or wearing shorts and 
sandals to work. It’s the passion for the work that they do.”5  
DeVaro had previously found that “recruiting campaigns in the 
nonprofit sector are longer in duration and involve more recruiting methods 
than those in the for‐profit sector. One interpretation is that nonprofit 
employers seek to attract a particular type of worker who is sympathetic to 
and motivated by the organizational mission. The need for a highly specific 
match would necessitate a more vigorous recruitment campaign involving 
more methods and suggests that a longer search must be conducted, and 
more intensive screening methods applied, before finding the right person.”6 
However it is just as important to be able to keep the right person, and when 
The Young Nonprofit Professionals Network conducted a survey of 1,100 
charity workers in 2011 they found, “commitment to remaining in a 
nonprofit job weakened as employees got older.”7 
                                                        
4 Jed Devaro and Dana Brookshire, “Promotions and Incentives in Nonprofit and for‐Profit 
Organizations,” Industrial & Labor Relations Review 60.3. 2007: 330. 
5 Lisa Kosan, “The New Rules of Retention,” Network World 17.8. 2000: 66. 
6 Devaro and Brookshire 324. 
7 Jennifer C. Berkshire, "Fledgling Nonprofit Workers Love Their Jobs but Bear Financial Burdens," The 
Chronicle of Philanthropy 22 Jul. 2012. Web 27 Jul. 2012 <http://philanthropy.com/article/Fledgling‐
Nonprofit‐Workers/133001/>. 
  4 
So even the right people will realistically need greater incentives to 
stay than simply sympathy to, and motivation by, the mission. However, 
these incentives need not just be higher salaries. In fact, salaries are rarely 
the most important factor in attracting and retaining the right people.  But 
what then are the most important factors? And can their worth to 
prospective and current nonprofit employees be determined quantitatively? 
The purpose of this study was to determine what fringe benefits, both 
common and unique, could be offered to employees in lieu of additional 
salary and then survey Philadelphia arts administrations to see what each of 
these benefits would be worth to them monetarily.  The study shows that 
while every employee is different, it is possible to put a basic range of worth 
on an incentive or group of incentives and thus allow employers to budget 
certain positions to include specific incentives in lieu of additional salary. 
When proper consideration is given to the life‐stage and ultimate goals of the 
employee, it is possible for nonprofit employers to offer incentives other than 
just pure salary to attract and retain the best staff. 
 
 
 
 
 
 
 
  5 
Chapter 1: SO WHAT ARE OUR OPTIONS? 
 
 
 
 
It’s all very well and good to say that nonprofits need to look to 
creative compensation alternatives to attract and retain the best staff. 
However, even non‐monetary benefits can be difficult to offer staff given the 
limited resources of most arts organizations. But, by planning ahead, it is 
possible to factor in fringe benefits for staff. This is a strategy an increasing 
number of for‐profit businesses are already employing. In a 2008 article in 
Black Enterprise, Tamara E. Holmes found “one of the challenges small 
business owners face is hiring top talent with limited resources. However, by 
developing a strategy beforehand, there are ways to entice good workers to 
come on board.”8 Likewise, Lisa Kosan in her 2000 article, “The New Rules of 
Retention”, notes, “Leading businesses recognize that they need a strategy for 
keeping valuable IT employees that goes beyond cash.”9 Clearly in order to 
attract the best employees, employers need to strategize in advance of hiring.   
They need to carefully consider what will attract potential employees to join 
their organization. 
                                                        
8 Tamara E. Holmes, “Get Creative with Compensation,” Black Enterprise 38.11. 2008: 56. 
9 Kosan 66. 
  6 
One of the best ways to do this is to talk to current employees. David 
Weldon, in his article “Perks and Paybacks” looked at what organizations are 
doing in order to come up with new incentives for employees. One of the 
businesses he studied, Helene Curtis Industries, Inc., was “looking to 
employees themselves for the solution. Four months ago, it formed a human 
resources task force to address creative compensation.”10 Another business, 
Pfizer Inc. in New York, “tested the employee morale waters a year ago to 
identify the top compensation concerns among employees.”11 Kosan also 
recommends talking to staff directly, a strategy that she feels can be 
beneficial with respect to potential future employees, but also with current 
employees. “Ask staffers what would keep them at your firm. Find out what 
will make workers stay, and what would entice them to leave. An employee 
who is asked feels valuable and valued.”12 “But,” Jordan‐Evans says, “most 
managers are too afraid to ask. They’re afraid they will be asked for 
something they can't give, typically money.”13 However this is often not what 
employees really want.  
Louisa Wah in a 1998 article in Management Review, reported that 
Cook Associates Inc., an executive search and recruitment firm based in 
Chicago, found that “the latest generation of executives who change positions 
do not view salary as the only or the top factor in the job‐selection process. 
Companies that offer a creative compensation package stand a good chance 
                                                        
10 David Weldon, “Perks and Paybacks,” Computerworld 28.24. 1994: 18. 
11 Weldon 19. 
12 Kosan 66. 
13 Kosan 66. 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of attracting upper‐level executives in a tight market.”14 But what are the 
best incentives to offer to attract, and more importantly retain, the best 
people? 
When faced with the dilemma of how to attract and retain the best 
people, Weldon argues, "throwing money at the problem is not the 
solution”15 The Center for Healthcare Information Management, an 
association of more than 100 vendors and consulting firms based in Ann 
Arbor, MI, conducted a survey focused on suppliers of healthcare information 
services and found, “in a high‐demand market for computer professionals, 
healthcare information technology companies and consulting firms are 
boosting salaries only moderately but are ladling nonsalary sweeteners onto 
base pay. This creative compensation not only helps attract talent during the 
workload crush but also keeps the extra costs out of annual salaries….91% 
offer flexible work schedules; 77% permit ‘telecommuting,’ working from 
home or another remote site by computer connection; and 31% allow the 
work week to be compressed into fewer days.”16 Clearly employees value 
other incentives as well as higher salaries. 
Wah maintains that in order to retain top people, “long ‐term 
incentives can round out a compensation package as well, while making it 
difficult for upper‐level executives to consider leaving the company.”17 
401(k) matching programs, and supplemental life and health insurance 
                                                        
14 Louisa Wah, “Make Your Compensation Package Stand Out,” Management Review 87.5. 1998: 7. 
15 Weldon 18. 
16 John Morrissey, “Sweetening the Pot,” Modern Healthcare 28.40. 1998: 120. 
17 Wah 7. 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packages are all options available to motivate people to stay in the long‐
term.18 Tracey B. Weiss, in her article, “Show Me More Than the Money” 
found “some employees will stay despite below‐market pay if their company 
adheres to a history of providing safe, stable work and perhaps a set of 
perquisites like a four‐day workweek and reserved parking.”19 She asserts 
that empowering employees, and providing them with challenging and 
interesting work, job security, respectful treatment and recognition are all 
ways to retain an organization’s best employees. Weiss also believes that 
creating opportunities for advancement will motivate people to stay.20 
However, advancing people through traditional promotions can be difficult, 
especially in nonprofit organizations. 
In 2007, Devaro and Brookshire analyzed data collected in the Multi‐
City Study of Urban Inequality, a cross‐sectional employer survey collected 
between 1992 and 1995, in the four metropolitan areas of Atlanta, Boston, 
Detroit, and Los Angeles. The sample consisted of 3,510 nonprofit and for‐
profit organizations. In their paper, Promotions and Incentives in Nonprofit 
and For­Profit Organizations, they found that “the fraction of workers 
promoted by the survey date was twice as high in for‐profits as in nonprofits 
(8.6% versus 4.3%). Similarly, more than 69% of workers were expected to 
be promoted in for‐profits, versus only 56% in nonprofits.”21 But they also 
concluded that “the incentive function of promotions [was] weaker in 
                                                        
18 Wah 7. 
19 Tracey B. Weiss, “Show Me More than the Money,” HR Focus 74.11. 1997: 4. 
20 Weiss 3‐4. 
21 Devaro and Brookshire 313‐314. 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nonprofits than in for‐profits .”22  This was due to a number of factors, but, 
according to Devaro and Brookshire, “three conditions must generally hold 
for promotions to create strong incentives: promotions must be accompanied 
by wage increases, workers must believe a promotion is attainable within a 
reasonable length of time, and promotions must be based on worker 
performance in the prepromotion job.”23 While wage increases associated 
with promotions were similar at both for‐profit and nonprofit organizations, 
with regard to the other two conditions nonprofits fell below their for‐profit 
counterparts. Not only were nonprofit employees less likely to be promoted, 
but “nonprofits were more likely than for‐profits to report that no promotion 
was possible.”24 Additionally there was evidence that “the relationship 
between performance and promotions was weaker in nonprofits” than in for‐
profits.25 
Devaro and Brookshire theorized that, “the prominence of intrinsic 
motivation in nonprofits enables nonprofit employers to de‐emphasize the 
incentive function of promotions and concentrate more on using promotions 
to achieve optimal job assignments.”26 But as they state, “promotions create 
stronger incentives when they are closely tied to worker performance.”27 So 
if nonprofits are less likely to promote, and indeed may have less 
opportunities for promotion in general, what alternative incentives can be 
                                                        
22 Devaro and Brookshire 332. 
23 Devaro and Brookshire 331. 
24 Devaro and Brookshire 317. 
25 Devaro and Brookshire 334. 
26 Devaro and Brookshire 330. 
27 Devaro and Brookshire 324. 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used to reward employees for excellent performance if higher salaries are 
unlikely? In other words, as Weldon asks, “how does a budget‐minded 
company reward...without impacting the bottom line?”28 
According to Weiss, the most successful 'flat' organizations (those 
organizations with a limited promotional hierarchy where promotions for 
multiple employees within a reasonable amount of time would prove 
difficult), “replace the promotion ladder with new roles, challenging 
assignments and other opportunities for individual growth."29 One way to do 
this is to provide frequent opportunities for professional development. Weiss 
explains, “with thinner staffs, employees ‘wear more hats.’ Management’s 
role is to provide the growth opportunities, present the employee with 
challenging assignments, and provide the training and development tools 
necessary to take them on.”30 Bell Atlantic Corp. in Arlington, VA even 
compensated employees for added training because they believed it was not 
only a performance reward for the employee, but also a way to make the 
company stronger by training staff to meet future needs through additional 
training.31 Paul Avalone of RealTech Systems of New York agrees with this 
philosophy. He states, “we want to make our staff so qualified that everyone 
wants to steal them and so happy at RealTech that they never want to 
leave.”32 
                                                        
28 Weldon 18. 
29 Weiss 3. 
30 Weiss 4. 
31 Weldon 20. 
32 Kosan 66. 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Another incentive that nonprofits can offer employees is a healthy and 
nurturing organizational culture. Weiss asserts, “pay is one factor in a 
person’s overall feeling of respectful treatment, security and opportunity.”33 
But it is certainly not the only factor. Managers need to be held accountable 
for staff turnover in nonprofits, because they influence greatly the 
organizational culture. And according to Janet Pennel, leader of Sears, 
Roebuck and Co.'s IT resource management group, even if you do train your 
employees well, “if they have the skills and that supportive work 
environment doesn't exist, they will leave.”34 
Of course, there are limitations to how creative an organization can 
get. First and foremost organizations need to be aware of their legal 
requirements to their employees. With employees working more and more 
hours, and many of those employees being non‐exempt (DEFINE), there are 
increasing opportunities for businesses to disregard labor laws, intentionally 
or unintentionally. Several major corporations have already faced lawsuits, 
including Taco Bell Corp. and Wal‐Mart Stores, Inc.  
According to Patrick J. McHale, a partner at Shipman & Goodwin, 
specializing in Labor and Employment Law, one of the former employees at 
Taco Bell “claims that managers would coax workers into cleaning up the 
store on days off in exchange for free pizza parties, as opposed to money. The 
barter system is a novel idea, but it’s completely illegal. The law says you’ve 
got to pay non‐exempt employees their regular wages for the first 40 hours 
                                                        
33 Weiss 3. 
34 Kosan 66. 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they work, and you’ve got to pay them time‐and‐a‐half their regular rate of 
pay when they work more than 40 hours."35 Not all salaried employees are 
exempt either. There are specific qualifications that dictate whether or not a 
person is exempt and a salaried position is just one of those qualifications. 
Additionally, hours worked are defined as hours permitted to work, so even 
if an employee stays of their own volition, to impress their boss or get extra 
work done, if they are non‐exempt the law says they must be paid overtime. 
This is an area where nonprofits especially need to be careful, as employees 
are known to put in extra hours on a regular basis. This can mean major fines 
for the organization, or according to McHale, even criminal prosecution. “For 
willful violations, there are both criminal and civil penalties. It's very rare. 
The people who are targeted for criminal prosecution are the recidivists…but 
under federal law, there are penalties in the form of two times back pay ‐ 
that's basic damages."36 
There are also the realistic limitations to creative compensation. Even 
people who love what they do need to pay their bills, and they cannot do it 
with time off or professional development. According to Manzo, “no matter 
how much 'psychic income' a nonprofit worker gets from doing work he or 
she loves, it doesn’t pay the rent.”37 And even if they are getting what they 
need financially from a job, if the organization doesn’t have the resources to 
let them accomplish the goals they came there to accomplish, then that 
                                                        
35 Gillian Flynn, “Pizza as Pay? Compensation Gets Too Creative,” Workforce 77.8. 1998: 91. 
36 Flynn 96. 
37 Manzo 66. 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presents a problem as well. If people go into nonprofit work primarily to 
make a difference, then obstacles between them and that goal will lead them 
to rethink their decision. Nonprofits need to look at their infrastructures and 
resource allocation as much as their compensation options.38 Manzo believes, 
“rather than crunching salary figures, we need to do more research into why 
people choose nonprofit careers, and think about ways to better support 
them when they do.”39 
Weiss believes each organization should take a different approach to 
creative compensation “depending upon the organization's unique cultural 
and strategic strengths. As employee attitude data shows, corporate identity 
‐ shared culture, values and the way people are managed ‐ is just as 
important to people working inside the organization as it is to customers.”40 
She continues, “the bottom line: the essence of a rewarding career goes far 
beyond the paycheck.”41 Holmes’ advice to organizations is to emphasize the 
vision, explore benefits, be flexible, and get creative. In the end, this will 
benefit the organization as well as the employees, by attracting top talent, 
reducing staff turnover, and making the most of an organization’s resources. 
Holmes asserts that the ultimate goal “is creating a win‐win for all 
involved.”42 
 
 
                                                        
38 Manzo 67. 
39 Manzo 66. 
40 Weiss 4. 
41 Weiss 4. 
42 Holmes 56. 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Chapter 2: DEVELOPING THE SURVEY 
 
 
 
 
Inevitably, nonprofit arts organizations looking to attract and retain 
the best people will still try to find those people who believe in the mission of 
the organization because, according to Pennel, in the end, “those who will 
leave for more money will leave no matter what we do.”43 And Manzo asserts 
that in addition to lower wages, “nonprofit employees also give up a good 
deal in terms of work environment and non‐wage benefits.”44 But this doesn’t 
have to be the case. Nonprofits have both the ability and the capacity to offer 
their employees a lot in terms of environment and alternative compensation. 
When looking for potential employees, nonprofits need to focus on talented 
people who want to join, but just need some more incentive. The purpose of 
the Creative Compensation Survey was to determine which incentives would 
be of the most value to potential employees. 
The survey was limited to arts administrators in the Greater 
Philadelphia area because it was asking questions attached to specific dollar 
amounts and did not want to confuse the results with cost of living 
differences city to city.  
                                                        
43 Kosan 66. 
44 Manzo 66. 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The survey was developed in two steps: first a list of possible 
incentives (all either offered somewhere already or advocated for by 
employment professionals) was created. Although there are an infinite 
number of alternative compensation options that could be offered, the survey 
was limited to those with the most previous success or interest in order to 
make realistic recommendations to the field. Next that list was taken to 
several Philadelphia area nonprofit arts executive and managing directors to 
receive feedback on the likelihood of their organizations being able to offer 
those incentives. The number one criticism of the incentives by these arts 
leaders was that they would be less likely to offer some of the incentives at 
hiring, but rather would be more likely to offer them later as incentives to 
retraining staff.  This response varied by organization and specific benefit. 
The survey was finalized through this process and the final survey 
included the following questions: 
1. How long have you worked professionally in the arts? 
2. Including the organization where you are presently employed, at  
how many arts organizations have you worked in the course of your  
career (not including internships)? 
3. What was your starting salary at your first job in arts  
administration? 
4. What year did you start working at your first job in arts 
administration? 
5. What is your salary now?  
Or if you would rather not answer 
6. Is your present salary lower, the same, somewhat higher, higher, or 
significantly higher than your starting salary at your first job in arts 
administration? 
7. Do you make about the same, less or more than people in similar 
positions in other arts organizations? 
8. What is your current position or rank in your organization? 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9. Please rank each of these options as being very important, 
somewhat important, somewhat unimportant or very unimportant to 
you in your professional life. 
• Insurance (health, dental, eye)   
• Flexible working schedules – the ability to work a 40‐hour 
week with reasonable flexibility with regards to hours (ex. 
work 11am – 7pm or 8am – 4pm M‐F, etc.) 
• The ability to work from home up to 20% of the time 
• Paid Time Off (PTO) beyond two weeks guaranteed annually   
• The ability to use unpaid leave (time off during which you are 
not paid that portion of your salary, but you are in no other 
way penalized) 
• Child care provided to staff   
• Guaranteed professional development opportunities regularly 
provided to staff 
• Tickets to local events (concerts, plays, sporting events, etc.) 
regularly provided to staff 
• Subscriptions of some kind (magazine, Netflix, etc.) regularly 
provided to staff 
• Advancement in title (ex. Development Associate to 
Development Director) 
• Opportunities to “home from work” (ex. having a local 
drycleaner pick up and drop off at your place of business or 
contracting with a housekeeping service to clean employees' 
homes at a group rate.) 
• Retirement programs (such as 403(b) plans without employer 
contributions or 401(k) plans) 
• Moving expenses provided (up to $4,000)  
• Staff appreciation events regularly held by the organization 
10. How many weeks of paid vacation do you currently receive each 
year? 
11. Does your organization offer retirement options? 
12. Which of the following medical benefits (medical, dental, vision) 
do you currently receive through your organization or do you opt out 
of offered benefits? 
13. Does your organization currently offer any other benefits? 
For questions 14 – 27, respondents were asked to consider the following 
scenario –you are choosing between job offers at two different 
organizations. Your belief in each organization’s mission is equal. 
Organization A is offering a larger starting salary, but no other 
incentives. Organization B is offering a lower starting salary but is 
including other incentives. For the following questions: what is the most 
amount of money you believe each of the following creative 
compensation initiatives would be worth in lieu of cash as part of a 
yearly compensation package from Organization B? 
14. Insurance (health, dental, eye) 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15. Flexible working schedules – the ability to work a 40‐hour week  
with reasonable flexibility with regards to hours (ex. work 11am – 
7pm or 8am – 4pm M‐F, etc.)   
16. The ability to work from home up to 20% of the time   
17. Paid Time Off (PTO) beyond two weeks guaranteed annually   
18. The ability to use unpaid leave (time off during which you are not  
paid that portion of your salary, but you are in no other way 
penalized)   
19. Child care provided to staff   
20. Guaranteed professional development opportunities regularly  
provided to staff   
21. Tickets to local events (concerts, plays, sporting events, etc.)  
regularly provided to staff   
22. Subscriptions of some kind (magazine, Netflix, etc.) regularly  
provided to staff   
23. Advancement in title (ex. Development Associate to Development  
Director)   
24. Opportunities to “home from work” (ex. having a local drycleaner  
pick up and drop off at your place of business or contracting with a 
housekeeping service to clean employees' homes at a group rate.)   
25. Retirement programs (such as 403(b) plans without employer  
contributions or 401(k) plans)   
26. Moving expenses provided (up to $4,000)   
27. Staff appreciation events regularly held by the organization 
28. What other initiative(s) would you like to see offered as part of a 
creative compensation package and what is the most amount of 
money you believe each initiative would be worth in lieu of cash as 
part of a yearly compensation package? 
29. Is there anything else you would like to say about creative 
compensation initiatives? 
 
According to research analysts at the Greater Philadelphia Cultural Alliance, 
based on their 2011 Portfolio report there are 3,561 arts administration 
positions in the Greater Philadelphia area. A link to the full survey was sent 
via email to over 900 individual arts administrators working in over 80 
organizations in the Greater Philadelphia area. It was also posted on various 
social media sites for Philadelphia area arts administrators and shared by 
respondents with their colleagues. A note that accompanied the survey told 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potential respondents, “With this survey, I am reaching out to members of 
the Philadelphia cultural community, those of us who work in local museums, 
theaters, dance companies, orchestras and other cultural institutions, to help 
me better understand which benefits are of the greatest interest to arts 
administrators today. “ All survey responses were and remain completely 
anonymous. 
 
382 people began the survey, with 328 completing it. For all of the following 
results in this paper I only used completed responses. Therefore, the full 
results have a confidence interval (margin of error) of 5.16 percentage points 
with a 95% confidence level. 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Chapter 3: KEY SURVEY RESULTS 
   
 
 
 
The complete results of the survey can be found in the appendices 
section of this paper. This section will only focus on some of the key results 
discovered. 
57.6% of respondents had worked professionally in the arts for more 
than 6 years.  Of those people, 35% had only worked at one or two 
organizations over the course of their careers.  So clearly many arts 
administrators are likely to stay with their organizations over time, and are 
very likely to remain in the field of arts administration for many years. 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Figure 1 
 
When asked “Do you make about the same, less or more than people 
in similar positions in other arts organizations?” respondents answered: 
About the same  25.1%  
Less      32.7% 
More      6.7% 
I don’t know    35.5% 
 
These results indicate that the great majority of nonprofit employees do not 
believe they are making more than their counterparts at other organizations. 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When asked, “What is your current position or rank in your 
organization?”, 22.9% self‐identified as “Higher administration” (e.g. 
Executive Director, Managing Director, etc.); 40.8% as “Middle management” 
(e.g. Marketing Director, Development Director, etc.); and 36.4% as “Other 
administrative position.”  
 
 
Figure 2 
 
When asked, “What is your salary now?” 
 
Respondents who self‐identified as “Higher administration” 
answered: 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I would rather not answer this   8.3% 
less than $30,000 a year     8.3% 
$30,000 to $40,000 a year     8.3% 
$40,000 to $50,000 a year     13.9% 
$50,000 to $60,000 a year     9.7% 
more than $60,000 a year   51.4% 
 
Respondents who self‐identified as “Middle management” answered: 
I would rather not answer this   8.5% 
less than $30,000 a year     12.3% 
$30,000 to $40,000 a year     21.5% 
$40,000 to $50,000 a year     17.7% 
$50,000 to $60,000 a year     16.9% 
more than $60,000 a year   23.1% 
 
Respondents who self‐identified as “Other administrative position” 
answered: 
I would rather not answer this  1.7% 
less than $30,000 a year    32.8% 
$30,000 to $40,000 a year   39.7% 
$40,000 to $50,000 a year     19.0% 
$50,000 to $60,000 a year     6.0% 
more than $60,000 a year     0.9% 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Over half of  “Higher administration” respondents make more than 
$60,000 a year. But, this also means that 40.3% of  “Higher administration” 
respondents make less than $60,000 a year. Additionally, 72.5% of 
respondents with “other administrative positions” make $40,000 a year or 
less.   
 
When asked to rank specific compensation as “Very important”, 
“Somewhat important”, “Somewhat unimportant” or “Very unimportant” to 
them in their professional lives, the following results were found: 
 
Figure 3 
 
Some options were ranked similarly across all organization positions. 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84.7% of all respondents ranked Insurance (health, dental, eye) as 
“Very important.” 
 
45.7% of all respondents ranked Opportunities to “home from work” 
(ex. having a local drycleaner pick up and drop off at your place of 
business or contracting with a housekeeping service to clean 
employees' homes at a group rate.) as “Very unimportant” 
 
50.2% of all respondents ranked Subscriptions of some kind 
(magazine, Netflix, etc.) regularly provided to staff “Very 
unimportant”. 
 
Paid Time Off (PTO) beyond two weeks guaranteed annually were 
ranked by 61.2% of all respondents as “Very important” and 24.9% of 
all respondents as “Somewhat important”. 
 
Retirement programs (such as 403(b) plans without employer 
contributions or 401(k) plans) were ranked by 64.8 % of all 
respondents as “Very important” and 24.2% of all respondents as 
“Somewhat important”. 
 
Tickets to local events (concerts, plays, sporting events, etc.) regularly 
provided to staff were ranked by 31.0% of all respondents as “Very 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unimportant”; 30.7% of all respondents as “Somewhat unimportant” 
30.7% of all respondents as “Somewhat important” 
 
However, some options had very different responses depending on how 
respondents self‐identified their current position or rank in their 
organization. 
Advancement in title (ex. Development Associate to Development 
Director) was ranked as “Very important” by 49.1% of respondents 
who self‐identified as “Other administrative position”; 41.4% of 
respondents who self‐identified as “Middle management”; and 22.2% 
of respondents who self‐identified as “Higher administration”. 
 
Guaranteed professional development opportunities regularly 
provided to staff was ranked as “Very important” by 41.4% of 
respondents who self‐identified as “Other administrative position”; 
32.3% of respondents who self‐identified as “Middle management”; 
and 23.9% of respondents who self‐identified as “Higher 
administration”. It is logical that this incentive would be more 
important to less senior staff, as they are earlier in their careers and 
are looking to improve their skill sets and knowledge base for future 
positions, both inside and beyond their current organization. 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Moving expenses provided (up to $4,000) was ranked as “Very 
unimportant” by 21.7% of respondents who self‐identified as “Other 
administrative position”; 24.8% of respondents who self‐identified as 
“Middle management”; and 43.7% of respondents who self‐identified 
as “Higher administration”. This seems a logical incentive to be less 
important to more senior staff, as they are typically more settled in 
their lives and less likely to move for a job. 
 
The ability to use unpaid leave (time off during which you are not paid 
that portion of your salary, but you are in no other way penalized) 
was ranked as “Very unimportant” by 31.0% of respondents who self‐
identified as “Higher administration”. However, it was ranked either 
“Very important” or “Somewhat important” by 73.3% of respondents 
who self‐identified as “Other administrative position” and 54.8% of 
respondents who self‐identified as “Middle management”. Less senior 
staff members, who are most likely younger and may also have 
outside projects or other jobs, clearly appreciate the ability to take 
time off from an organization even if it is not paid. 
 
Staff appreciation events regularly held by the organization was 
ranked as “Very unimportant” or “Somewhat unimportant” by 50.0% 
of respondents who self‐identified as “Higher administration”. 
However, it was ranked either “Very important” or “Somewhat 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important” by 70.7% of respondents who self‐identified as “Other 
administrative position” and 60.8% of respondents who self‐
identified as “Middle management”. These numbers indicate that 
there is a significant difference between how senior management and 
their employees view staff appreciation events.  
 
Clearly, the life‐stage of an employee is a very important indicator of what 
benefits will be of the greatest significance to them. 
 
Respondents were also asked to consider the following scenario –they 
were choosing between job offers at two different organizations. Their belief 
in each organization’s mission is equal. Organization A is offering a larger 
starting salary, but no other incentives. Organization B is offering a lower 
starting salary but is including other incentives. For the following questions: 
what is the most amount of money you believe each of the following creative 
compensation initiatives would be worth in lieu of cash as part of a yearly 
compensation package from Organization B? Below are some of the key 
results. 
 
Guaranteed professional development opportunities regularly provided to 
staff: 
$1,000 or less       37.0% 
$1,000 to $1,500      21.7% 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$1,500 to $2,000      13.0% 
$2,000 to $2,500      5.6% 
$2,500 or more      6.5% 
Not interested in this incentive.  16.1% 
 
Figure 4 
 
Flexible working schedules – the ability to work a 40‐hour week with 
reasonable flexibility with regards to hours (ex. Work 11am – 7pm or 8am – 
4pm M‐F): 
$1,000 or less      18.3% 
$1,000 to $1,500      14.9% 
$1,500 to $2,000      15.5% 
$2,000 to $2,500      12.1% 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$2,500 or more      19.2% 
Not interested in this incentive.  20.1%  
 
Figure 5 
 
The choice to work from home up to 20% of the time: 
$1,000 or less      23.7% 
$1,000 to $1,500      12.8% 
$1,500 to $2,000      12.1% 
$2,000 to $2,500      10.3% 
$2,500 or more      14.0% 
Not interested in this incentive.  27.1% 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Figure 6 
   
Paid Time Off (PTO) ‐ Assuming that you are guaranteed two weeks of PTO a 
year from both organizations, please indicate below what you feel each 
additional week of sick/ personal days would be worth to you yearly: 
$1,000 or less      16.2% 
$1,000 to $1,500      22.7% 
$1,500 to $2,000      16.8% 
$2,000 to $2,500      13.7% 
$2,500 or more      20.6% 
Not interested in this incentive.  10.0% 
 
  31 
 
Figure 7 
 
Advancement of title from current position (ex. Development Associate to 
Development Director) 
$500 or less        8.7% 
$500 to $1,000      11.2% 
$1,000 to $1,500      14.0% 
$1,500 to $2,000      11.8% 
$2,000 or more      28.6% 
Not interested in this incentive.   25.8% 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Figure 8 
 
Staff appreciation events regularly held by the organization 
$500 or less        39.9% 
$500 to $1,000      14.9% 
$1,000 to $1,500      5.0% 
$1,500 to $2,000      1.2% 
$2,000 or more      2.8% 
Not interested in this incentive.  36.2% 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Figure 9 
 
Respondents were also asked about benefits currently offered to 
them. Paid leave is a benefit most respondents (88.6%) already receive, but 
in different amounts. When asked, “How many weeks of paid vacation do you 
currently receive each year?”, applicants responded: 
None    11.4% 
1    5.5% 
2    29.2% 
3    23.4% 
4    23.7% 
5+    6.8% 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When respondents were asked which of the following medical 
benefits they currently receive through your organization, the responses 
were as follows: 
Medical        86.3% 
Dental         74.3% 
Vision          60.9% 
Benefits are offered, but I opt out.  13.7% 
 
When asked “Does your organization offer retirement options?”, 
59.0% of respondents answered Yes. 
 
When asked if their organization currently offered any other benefits, 
respondents listed the following: 
SEPTA TransitChek program / A transportation stipend 
Free parking 
Maternity leave 
Life insurance, short and long‐term disability insurance 
Group rates on auto and homeowners insurance via professional 
organizations 
The option to bring in pets or children to the office if necessary 
An Employee Home Ownership Program (financial support and access 
to programs aimed at putting home ownership within reach) 
Tuition reimbursement 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When asked what other initiative(s) they would like to see offered as 
part of a creative compensation package, respondents offered the options 
listed above as well as: 
Comp days 
Sabbaticals 
Cost of living standard increase of 3% annually 
 
Respondents also indicated that the culture of the organization was 
very important to them. For example, the ability to dress casually, or bring in 
pets or children when necessary, would play an important role in deciding 
where they decided to work. 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CONCLUSION 
 
 
 
   
While every employee is different, it is possible to calculate the 
average range of worth a specific incentive may hold for a potential or 
current employee, and thus allow employers to budget and plan for certain 
positions to include those incentives in addition to a base salary. And it is 
vital to those employers that they work with employees to create an 
incentive and pay package that will work best for them in order to retain 
staff. When proper consideration is given to the life‐stage and ultimate goals 
of the employee, it is possible for nonprofit employers to offer alternative 
incentives other than just pure salary to attract and retain the best staff.  
While many people chose to work in the arts because they love the 
work their organizations are doing, in order to attract the best people, the 
arts need to offer fair and competitive compensation packages. Those drawn 
to working for nonprofits, the arts included, want to stay there. But they 
cannot survive on mission alone. Especially as college debt continues to 
increase.  According to a 2012 survey by The Chronicle of Philanthropy, which 
tracked more than 900 people who have worked at nonprofits for less than 
five years, “eight out of 10 new workers want to continue working at a 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nonprofit, even though 40 percent say they are dissatisfied with their pay. 
And about 65 percent said they have college‐loan debt.” 45 
Most arts administration job descriptions ask for candidates to have a 
minimum of a bachelor’s degree, and according to the New York Times, today, 
“about two‐thirds of bachelor’s degree recipients borrow money to attend 
college, either from the government or private lenders…by contrast, 45 
percent of 1992‐93 graduates borrowed money.”46 Potential employees don’t 
just need to live on what they make, they often need to pay back what they 
have already spent on their education, which could be a significant amount. 
The Federal Reserve Bank of New York reported of student loans, “for all 
borrowers, the average debt in 2011 was $23,300, with 10 percent owing 
more than $54,000 and 3 percent more than $100,000.”47 
So the first step to hiring and retaining the best staff is to offer 
meaningful work and fair compensation that will allow employees to meet 
their financial obligations.  But many organizations may still find themselves 
competing for the best people with similar organizations that also offer 
meaningful work and fair compensation. And they may not be able to pay 
more money in salary. In these situations, alternative incentives in addition 
to a fair salary can be a good method of recruiting and retaining staff, 
especially those who are already interested in the mission of the 
                                                        
45 Berkshire. 
46 Andrew Martin and Andrew W. Lehren, "Degrees of Debt," New York Times 12 May 2012, Web 27 
Jul. 2012 <http://www.nytimes.com/2012/05/13/business/student‐loans‐weighing‐down‐a‐
generation‐with‐heavy‐debt.html?pagewanted=all>. 
47 Martin and Lehren. 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organization. This is also important for organizations to consider beyond the 
field of arts administration, as the global economy endures a recession, and 
more and more employers may need to look at options other than salary 
increases to attract and retain top employees. So which options are best? 
The Creative Compensation Survey indicates that for the majority of 
Philadelphia arts administrators, certain options did not interest them at all, 
and therefore management should probably not spend time developing them. 
These included child care provided to staff (66.8% of respondents were not 
interested in this incentive), subscriptions of some kind regularly provided to 
staff (65.9% of respondents were not interested in this incentive), and 
opportunities to “home from work” (59.8% of respondents were not 
interested in this incentive).  
There were, however, some incentives that arts organizations should 
definitely explore as they were highly valued by arts administrators. A 
flexible working schedule (the ability to work a 40‐hour week with 
reasonable flexibility with regards to hours) was worth $1,000 or less to 
18.3% of respondents, and was worth $1,000 to $2,500 or more to 61.7% of 
respondents. An additional week of paid time off (beyond a two week 
minimum) was worth $1,000 or less to 16.2% of respondents, and was worth 
$1,000 to $2,500 or more to 73.8% of respondents. Only 9.0% of respondents 
were not interested retirement programs (such as 403(b) plans without 
employer contributions or 401(k) plans), and the plurality (36.8%) thought 
that incentive was worth $2,000 or more. And while more a retainment than 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a recruitment incentive, advancement of title from current position was 
worth $500 or less to 8.7% of respondents, and was worth $500 to $2,000 or 
more to 65.6% of respondents. 
It is also worth noting that in many cases there were significant 
differences between what respondents who self‐identified as “Higher 
administration”, “Middle management”, or “Other administrative position” 
found important. For example, when asked to consider the yearly value of 
staff appreciation events regularly held by the organization, 54.3% of 
respondents who self‐identified as “Higher administration” were not 
interested in this incentive and would not consider it an important part of a 
compensation package. However, of respondents who self‐identified as 
“Middle management” or “Other administrative position”, 41.8% said it 
would be worth $500 or less and 17.6% said it would be worth $500 to 
$1,000. If they want to retain their employees, managers need to understand 
what is important to the people working for them, and not just what they 
consider important. They need to think like their employees. 
These creative compensation options also contribute to the culture of 
an organization, which is something many of the respondents referenced in 
their responses. Beyond an organization’s dress code or policy regarding 
pets in the office, if an employer is willing to really work with their 
employees – with regard to time off, professional development, 
telecommuting, etc. – it creates a culture where everybody wins. When the 
organization invests in the employees by determining what they really need 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to be happy at their jobs and then works with them to provide it, the 
employees will likewise invest more of themselves in that organization. In 
such an organization, productivity improves. Employees are less likely to 
want to leave and employers won’t have as much turnover. It’s win‐win. 
To create such a culture, organizations should emphasize the vision, 
explore benefits, be flexible, and get creative. The options outlined in this 
study can provide a good starting point. Utilizing this strategy, organizations 
can attract top talent, reduce staff turnover, and make the most of their 
resources, an approach which will benefit the organization as well as the 
employees. 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